Abstract-Needs and expectations of customers in pre-and aftersales stages in the e-commerce purchase process in the luxury product field are not well known and identified. We were interested in discovering the opinions of customers concerning the role of internet in the pre-and after-sales stages of the purchasing process in this industry. As we are just at the early stages of the e-commerce era in the luxury sector, we chose to focus on blogs content. After-sales service on the Internet in the luxury sector is considered with circumspection. Practitioners feel that consumers are still very much attached to the 'physical experience. On the contrary, we assumed that Netsurfers belonging to net communities are also luxury goods and services consumers. According to the netnography methodology [1-4], we analyzed the Netsurfers comments about pre-and after-sales services. We identified and selected blogs that are specific to the Web 2.0 generation; these blogs are discussing about luxury watches, cars, travels and art objects. The results allowed us to identify three categories of services needs: 1) the need for the service in broad terms, especially the service that should be linked to a product 2) the need for a specific or a very specific service, and 3) specific complaint about service experiences. These insights were discussed to be fully integrated in the ecommerce strategy in general.
INTRODUCTION
In general, specific needs at the pre-or after-sales stages of the decision making process of goods or services on the Internet are not taken into account in the design of the offering. From the time being, if the customer wants to get more details about a luxury hotel, or to get technical information about a luxury watch or car, or to know more about the origins of an art object, s/he can search and might find them on the net. But the customer might want something more, Le. what he wanted delivered to her/him, as s/he could get access to a specific customer representative in a store or by telephone. Especially in the luxury industry, a customer could expect that experts deliver the right personalized information when needed. This work has been partly supported by Richemont, who owns several of the world's leading companies in the fields of luxury goods.
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School of Business Administration, HEG -Geneve Res-so, University of Applied Sc. of Western Switzerland Geneva, Switzerland magali.dubossonw.hesge.ch Some luxury products can be bought on the Internet, either through a brand operated website (for instance, \vw\v.dior.com, \vww.louisvuitton.com or \v\v\\'.121 time.com) or through an e-commerce portal such as \\'\V\\'.el uxurv.com or \Vw\v.\vatchestore.net. Besides the discussion about a superior online distribution strategy for luxury goods [5] , professionals are still arguing the possibility of offering a remote after-sales service and about the definition of the best pre-and after-sales service.
For instance, almost all the sales of luxury watches and jewels are made through independent distributors. These channels are also handling and managing the after-sales services for luxury watch and jewel brands. Offering aftersales service, and in some case repairing watches, is a part of the functional role of a retailer. Actually, 50 % of the activities performed by a typical retailer come from services activities apart from the margin made on distributing new products [6] . The retailer is the interacting point of contact with the customer and it is the only one that gets information about customers' attitudes, expectations, preferences and motives. It is also the retailer who has to face a customer who experienced some trouble with her/his product or service. So s/he comes for after-sales service or for complaining about after-sales service. Brand image is communicated and supported by the interaction with the retailer and the way the customer experienced it.
I.

PRE-AND AFTER-SALES SERVICES
In the marketing literature, the online consumer behavior was described and structured in general terms [7] , for specific groups, like retired persons [8] , or whether it was a substitute or a complement of the "brick-and-mortar" store [9] . The literature, also analyzed the consumer attitude toward virtual stores [10] , the direct marketing on the internet [11 ] , the influence variables of e-commerce [12] , perceptions of emotions in e-commerce [13] , internet facilities in general [13- 16], supply chain management issues [17] , luxury branding on the internet [18] , goal driven identification of e-services in general [19] , mental cognitive model for e-customer profiling treating more technical aspects [20] , monitoring and controlling internet based e-services in a technical way [21] . But we did not find anything specific about the needs and expectations of customers in pre-and after-sales stages in the e-commerce purchase process in the luxury products sector.
The characteristics of services [22] , Le. intangibility, heterogeneity, simultaneity and perishability (IHIP paradigm), can be applied to pre-and after-sales phases of the decision making process. Sometimes simultaneity might be not guaranteed, as we tried to proceed with a live chat through an American luxury watch portal (www.lussorLcom). We had to wait about 5 minutes to get in touch with a person. This is far too long especially if you compare this waiting time to a direct interaction in a physical store. Moreover, we also had to wait about 5 minutes to get answers to specific questions about watch brands, such as the possibility of buying Baume & Mercier watches through the Lussori website. Such waiting times are just inacceptable for luxury customers in general, and for Netsurfers in particular, as they are used to getting information instantaneously. Heterogeneity and simultaneity are important characteristics of pre-and after-sales stages in the luxury industry. These aspects will be parts of a whole branding management and customers will judge a luxury brand considering a waiting time criteria too.
Innovative solutions for offering services in the luxury sector over the web are at the early stages. Chaumet, a luxury jewel brand, is offering a consulting service via mail or over the phone (http://\Vvy\v.chaumet.com/default.html). The consumer just needs to click on "contact us" and answer to a few questions, such as phone number and the best time to call herlhim back. Chaumet will call her/him immediately or within 1-to 3-minute time lag.
For the time being, pre-and after-sales services in the luxury sector in the internet could be conceived as "professional services" [23] as the need of customization and the intensity in human resource would be high. Luxury companies may recruit people with specific knowledge and a luxury culture for those e-information services, like a watchmaker who is acting as an expert for answering to complaints. Not only the content on itself is important, but also the quality of the reply that should fit to the image of the watch brand [6] .
The expectations of a luxury brand customer include also the after-sales services according to high-class standards, such as regular maintenance, assistance in case of trouble, up-todate information, etc. The service stands for the luxury brand image; one does not go without the other one. The pre-sales services may include different needs with various levels of communication explanations and implications, in the information search and evaluation of alternatives phases of the purchasing process [24] , such as finding out technical information, determining a final price, and comparing performances of a set of alternatives defined by a customer. Finally post-experience evaluation process which is carried out by the luxury customer influences positively or negatively her/his expectations and so, next consumer decision making [24] of the luxury good and potential referral. Dimensions of service quality, as reliability, responsiveness, assurance empathy and tangibility [24] can be used as dimensions for assessing the after-sales performance. 
A. Consumer decision making and evaluation of Web services in the luxury industry
The model of [24] of the stages in consumer decision making and evaluation of services is discussed in the context of the luxury industry, and we are focusing on the pre-and after-sales services parts, particularly when delivered remotely, on the web. The consumer is not only buying a product, slhe is also buying a complete package of products and services. How this customer can make sure that slhe will get and experience the right service when slhe will need it? One way of finding out, or at least reducing the perceived risk could be going on the internet in order to find out the kind of service you can get. Is the company offering on the internet exactly the same services as in the "real" world or is it addressing to different segments? Does it have to introduce remote centralized after-sales services over the net (that would be experience by the industry as a revolution)? If so, may the customer trust the virtual after-sales service and even, prefer to use it instead of having to go the retailer? Do the virtual after-sales service expectations differ to the physical ones? As we do not have any experience at all in this sector, we think that the perceived risk of the luxury customer for a virtual after-sales service is higher than for a physical one. This might be due to a lack of experience in after-sales service for luxury watches.
HI: The perceived risk of a "virtual" after-sales service is higher than the perceived risk of a physical after-sales service.
Information search:
H2: The information search stage would be more thorough when dealing with a "virtual" retailer than with a physical retailer as the perceived risk is higher.
Evaluation ofalternatives:
H3: The evaluation of alternatives would be easier on the web so consumers will consider more alternatives on the web than when they remain on the "brick-and-mortar" world.
H3': The evaluation of alternatives would be more thorough when dealing with "virtual" retailer than with a physical retailer as the perceived risk is higher.
Post experience evaluation:
H4: Referring to the Gap model of service quality, there is a lower probability to have a gap of type 1 for after-sales services in the case of remote web services than for after-sales services handled by retailers as manufacturers will be in direct contact with consumers that will express their needs and expectations on the internet without intermediaries.
II.
IMPACT OF WEB 2.0 ON PRE-AND AFTER-SALES SERVICES Bloggers' behavior as representatives of Web 2.0 generation was analyzed as it can be considered as the most advanced and widely used technology by now. To the contrary of many practitioners, we believe that bloggers are not only made of young and poor people that can be neglected by luxury companies. We decided to analyze the content of web 2.0 blogs in order to find what are the needs and expectations of bloggers in terms luxury goods and services consumption. A study has shown that 76 % of Americans earning more than 150.000 dollars per year is spending very regularly their time reading blogs [25] . So, can the luxury industry still continue to ignore the e-commerce and the Web services which go with? O'Reilly [26] was the first to define the Web 2.0 as an interactive platform, offering dynamic solutions and to fasten B2C communication. Later on, the literature is showing two axes, the original one, which is based on the social networking aspect and the other one which is focusing on the development of the RIA (rich interface application). We preferred the social networking definition [26] because it is focusing on people participation instead of putting forward technical aspects enabling people participation. WEB 2.0 offers opportunities to companies to build better relationships with their customers [18] and may engender an increased customer loyalty to the brand. That would be a new position for luxury watch companies as they are presently relying exclusively on intermediaries and then, they are rarely dealing directly with their customers.
The main hindrance with selling luxury products through the Internet is the lack of face-to-face human contact. Different studies have shown that about 2 % of Internet users buy online. But, 40 % of them would do so, if they had the opportunity to get in touch with an expert. So what are the solutions for "rehumanizing" the online experience? Some solutions do already exist, like intelligent robots, co-browsing, Sykpe-connections and telephone service. We found some discussion in the literature, about the fact that those applications should also be "smart" [27] , and some technical rules should exist in connection to data.
Might intelligent robots be a solution for an online service? We do believe that an intelligent robot has to be used in connection with a human who is able to answer to specific questions. Otherwise a company has to assume the risk to lose a consumer and to damage the image of its brand. Web 2.0 allows an interface customization of an ecommerce platform. The luxury client may choose himself his own visual representation of the company. This concept is already well known by MyGoogle, Mymarque, or you may see it on my Tag Heuer or on the French labor party site (",,'\v\v.partisocialiste.fr). Some e-commerce websites offer the possibility of saving its own shopping lists or consumer preferences. The next time, the customer will return to the same website, s/he arrives directly to specific WebPages (like \v\v\v.leshop.ch, or http://,,,,·,V\V.dvdtly.com/ ).
III. RESEARCH METHOD
For a better understanding of the behavior and the attitudes of Internet users interested in pre-and after-sales service for luxury goods and services, we analyzed what they were saying and writing on the different blogs. The analyses of their postings gave us an idea of their most stated opinions and their perception of pre-and after-sales services for luxury watch brands, luxury cars, luxury travel and art objects.
We have used Netnography [4] , a qualitative research which is considering the textual output of internet-related field work [1] [2] [3] . This kind of research permits to observe the Internet communities without participating actively and in an anonymous way. Observational research in internet contexts where already discussed [8-9, 18, 28-35] in the literature. The netnography studies pure cybercultures and virtual communities, which are inspired by techniques of cultural anthropology [1] [2] [3] . The virtual communities are understood as " ...a social group that has a "real" existence for its participants, and thus has consequential effects on many aspects on behavior, including consumer behavior [2, 36] .
As the virtual communities are not accessible by now via the official websites, we concentrated on different types of the Web 2.0 technology. We identified two kinds of Web 2.0 communication bases: 1) "Chats" which treated specifically the subject of luxury watches, cars, travel and object arts, like for the watches (Watch Talk Forum, I'horlogerie-suisse.com,forums. timezone.com,forums, watchuseek.com, watchparadise.com/blog, or the proper section about watches in Small WorId).
2) Selling platforms were only existing for luxury watches and travel, including an interactive blog (like portero.com, thewatchery.com, Vialuxe, traveler.fivestaralliance.com)
The selection of different Web 2.0 platforms was done through the "Google blog search" tool. Effectively, we discovered a lot of blogs for the chosen fields. We found 10 We only analyzed the comments of the different discourses which were about pre-and after-sales services. Contents analyses were done through the application of specific software. It counted the frequency of the words. The highest frequencies represent the words which were used most often on the selected blogs. Then, researchers categorized these words into categories. Those categories went through a perception control process of all research members of this project. We have compared our results and kept only the significant ones.
IV. DISCUSSION OF MAJOR RESULTS
The category which is including the highest frequencies stands for the words which are describing the opinion of a person and the way in which the blogger conceive the different pre-and after-sales service in the luxury sector. There is a difference between the communication messages sent by the luxury watch companies [37] for instance, and the point of view of the bloggers.
These insights of pre-and after-sales service were discussed to be fully integrated in the e-commerce strategy in general. We found that discussion about the different service needs represents in most cases functional or technical discourses. Bloggers talks are about services which go with a product, or direct product advice. The percentages of the frequencies which concerned specifically pre-and after-sales services, varied between 12 and 21 %, depending on the luxury sector. 21 % was found in the luxury cars sector, followed by 18 % for the luxury watches. Finally 12 and 13 % of the service discourses have been reached in the luxury travel and art objects sector. We found interesting that bloggers were more concerned about the service which go with the product and less for the service itself.
Three categories were identified in different discourses about pre-and after-sales service in the luxury sector:
1.
The need for the service in broad terms A company needs not to intervene in each complaint case. We found interesting that the bloggers "correct" somebody and tell them, that his negative service experience might be an exception and that they had live positive ones. A luxury car company intervenes only in delivering information which wasn't known by the bloggers by now. This is a new way of service contact with luxury customers and also a new service experience. By the way also a different way to offer value differently.
Our results didn't show whether a physical shop is necessary to offer pre-and after-sales service for luxury goods and service on-line.
The results seem to show that bloggers look for a lot of information before buying (H2) but it does tell if they buy afterwards on the net or in a brick-and-mortar store. They are also discussing alternatives among bloggers. For example, a blogger want to buy a diving watch and ask for advice. Every blogger who owns this kind of watch is trying to convince him to buy a specific watch and a comparing for him 2 or 3 alternatives. This kind of discussion is supporting H3.
We focus on the behavior and attitude of the blogger which demonstrated clearly that the Web 2.0 techniques belong to their daily live which is confirming our research question, namely that luxury brands cannot ignore the Web
any longer as a communication and/or distribution channel, pre-and after-sales services included
We summarized our results and the attributed type of discourses in Table 1. from,Miami and distribution places 
IMPLICATIONS
A.
Implications for research There is still a gap in the Web 2.0 literature, nothing do exist in the luxury marketing field which is dealing with the issues of Web services and the needs of luxury customers. Attitudes of the blogger might be compared to the attitudes of the consumer who is only using the physical distribution channels. What are the different variables describing typical Netsurfers using Web 2.0 tools? Marketing practitioners are already using a method which is called "Hyperprofiling" (wforum, 2008) in the e-marketing sector in general. Nothing was done in academic research by now in the luxury services field.
Some marketing professionals start wondering why companies are still ignoring e-servicing as bloggers are demonstrating a real interest, via their specific discourses [38] . Blogs has real research leverage and its impacts are still ignored in the service literature too.
Netnography should be tested in a wider application range, especially having a better definition of e-service needs and expectations and by now, it was used only for marketing purposes. VI.
CONCLUSION
There is a real need of Web-services in the luxury sector. Through the analysis of blogs contents, a typology of the types of service that were discussed was established. The blogger is very concerned about services that should be linked to the luxury product; Le. the service from the very beginning, preto after-sales services. There is a big difference between the explicit service needs stated by bloggers who is using Web 2.0 tools and the official communication from the luxury companies. Luxury Web-services at pre-and after-sales stages of the decision making process are completely neglected by the companies by now. This may represent a huge risk. We think that the Web1.0 and 2.0 technologies have to be used efficiently to help establishing the different luxury service needs and using the tools for communicating with customers the way they discuss, for delivering efficiently the e-services and offering the right products/services to the customers.
